Objective of this paper is to analyse the presence of gender differences in the purchase motivations of Fair Trade (FT) food products sold in the Italian World Shops (WS). At this end, a questionnaire has been distributed to a sample of consumers in four Italian regions. A bivariate ordered probit analysis has been performed in order to identify the determinants of the two main ethical motivations in the purchase: worker guarantees and solidarity. The variables used as determinants are individual and municipal characteristics. Among individual characteristics, gender is significant; among the municipal characteristics, the rate of female job market participation is also significant. These results give evidence of a gender gap in the preferences for public goods
Introduction
Many authors have argued that women vote differently than men on the basis of women preference for government as a potential insurer for low income. Since women tend to have lower incomes, they benefit more from various government programs that redistribute income to the poor, such as progressive taxation (Abrams and Settle, 1999; Lott and Kenny, 1999; Aidt et al. 2006 Aidt et al. , 2008 Miller, 2008; Bertocchi, forthcoming) .
The source of these differences in views on the role government should play is not completely clear. Women appear to be more risk averse than men and to place relatively greater weight on the child welfare and on the provision of public goods. Marriage provides an economic basis for men's and women's preferences for different policies. It typically encourages men to accumulate market capital and leads women to acquire household skills and shoulder most of the child-rearing responsibilities. However, divorced women often have been unable to recoup the full compensation for their family-specific investments through court-ordered alimony payments. Hence, single women as well as women who anticipate that they may become single may prefer a more progressive tax system and more wealth transfers to low-income people as an alternative to a share of a husband's uncertain future income. These hypotheses have been tested by analysing the effect of women suffrage on the path of both size and scope of government spending over time in US (Lott and Kenny, 1999; Miller, 2008) and in Europe (Abrams and Settle, 1999; Aidt et al. 2006 Aidt et al. , 2008 Bertocchi, forthcoming) .
While the evidence of a positive impact on the size of government spending is not unanimous, the effect of women's suffrage on the scope of government spending is confirmed since women support some types of expenditures such as welfare, education, public health, environment and culture against military and security expenditures. Abrams and Settle (1999) show that women's suffrage raised the overall size of the Swiss government, and that this occurred through welfare spending, but not government consumption. Aidt et al. (2006) confirm that female suffrage had a positive impact in Europe, through spending on collective goods such health, education and welfare while Aidt and Dallal (2008) present further evidence on a long-run impact of women's suffrage on spending in such collective goods. Miller (2008) shows that suffrage laws in the US were followed by large increases in spending, particularly for municipal public health.
In Bertocchi's model (forthcoming), women's preferences for public goods are higher than men's and proportional to the average gender wage gap; they will remain higher than men's, even for equal wages. However, women can also vote -with their wallet‖ by using their power as consumers: Micheletti (2003) , Lamb (2007) and Terragni (2007) underlines that better educated middle class women played an important role in the development of the modern ethical consumerism.
Objective of this paper is to contribute to the understanding of the question whether women display higher preferences for public goods by analysing the purchase motivations of Fair Trade (FT) food products sold in the Italian specialized retailers, called World Shops (WS). FT is an initiative promoted by European and North American no-profit organizations aimed to fight poverty traps with trade diversification benefits and the creation of an alternative value chain which provide higher economic value and social benefits to marginalized producers. The opportunity of buying FT products gives to consumers the capacity of addressing directly social imbalances with market transactions. In order to cope with this question, a questionnaire has been distributed to a sample of 780 consumers in four Italian regions, asking the main motivations in purchase of Fair Trade (FT) food products. A bivariate ordered probit analysis has been performed in order to identify the determinants of the two main ethical motivations: worker guarantees and solidarity. The variables used as determinants are individual and municipal characteristics. Among the individual characteristics, gender is significant while, among the municipal characteristics, the rate of female job market participation rate is significant. These results give evidence of a gender gap in the preferences for public goods.
The descriptive analysis
The questionnaire was distributed in four Italian regions: for budget constraints, it was initially distributed only in Emilia Romagna and Campania and, after a year, in Puglia and Calabria. The provinces chosen to carry out the study are those with the highest number of World Shops, where the Fair Trade can be considered popular within the municipalities. Particular care was given to the involvement of occasional customers in the WS.
The questionnaire is divided into sections concerning: purchasing habits, relation with non-FT products, ethical activities and consumer socio-economic characteristics. A specific part is devoted to the knowledge of purchasing motivations: through the Likert scale, respondents were asked to give a score from 1 to 5 to a series of purchasing motivations.
A. Purchasing habits
With regards to the familiarity and knowledge modes as to FT products, we found out that most of respondents have already acquired some products at the World Shops (table 1). As to the knowledge modes, we got multiple answers. The most frequent modes are: -friends‖ and -getting into a shop‖. Instead, the media have little influence on the promotion of fair trade; that is not surprising since WSs have deliberately chosen not to use conventional promotional channels and only recently the media start caring for this phenomenon. The second aspect concerns the purchasing habits, as in table 2. In particular, information were collected relative to loyalty to the product, purchasing frequency, amount of the last purchase, kind of purchased products and relation with traditional products (non-FT). From table 2, which shows the purchasing habits, two subgroups can be identified: regular customers, who make at least one purchase per month, and occasional consumers, who buy FT products only when the opportunity comes along and who represent about a third of the respondents of the sample. The figure concerning the latest expenditure amount shows that most of consumers spend between 5 and 10 €. Table 3 shows that there is no expenditure prevailing on the others which confirms the presence of occasional consumers. With reference to the absolute frequencies, the most frequently purchased foodstuffs are: chocolate, tea/herbal tea and coffee. Last, the table also shows that the percentages of consumers acquiring daily products such as pasta and rice are low; that proves that WSs find hard to sell these products that are not perfect substitute, to the consumers' eyes, of non-FT branded traditional products. The loyalty rate of consumers to FT branded products may be drawn from table 3: a clear-cut majority of respondents also buys non-FT branded products. Table 3 shows that the traditional products are bought because FT products are not easily found. Besides, 22% of respondents are not loyal because they are not always willing to pay a higher price for these products. Table 4 reports the participation rate in highly-ethical activities and the ethical motivation in the purchase of FT food products. The less frequent ethical activity is the participation to the Groups of Fair Purchasing (FPG) 1 with a slight share of consumers following this critical consumption initiative. The table also shows the rate of participation in other activities considered as ethical activities. Particularly, there is quite a good participation in boycotting activities and most of respondents are members of groups or associations. Last, one third of respondents practice responsible tourism activities and ethical saving activities. Most respondents buy FT food products for the guarantees on worker conditions and solidarity reasons. Table 5 shows the socio-economic characteristics of respondents. They are mainly women, with a diploma and aged between 20 and 40. As to the profession, most of the respondents are students or employees. Last, the table shows that the prevailing gross annual income is between 10 and 30 thousand € per family. 
B. Social responsibility of respondents

C. Socio-economic characteristics
D. Territorial characteristics
Respondents were asked to indicate the municipality where they live. Data on the demographic, socioeconomic, cultural conditions for the 130 municipalities indicated were gathered from several sources, mainly the Census , in order to characterize the environment were socially responsible live and to identify which territorial conditions positively influence pro-social behaviour. The descriptive statistics are reported in table 6 together with variables refereed to the WS such as the CTM (the main Italian FT importing channel) and the WS association membership dummies, respectively CTM and WSA. (1) 119.09 *** significant at 1% level **significant at 5% * significant at 10% Table 7 show the results of the bivariate ordered probit regression. First of all, the fit is good since the variables are jointly significant, as it is possible to judge from the value of the Wald test. The bivariate specification is supported by the data since the value of the correlation coefficient between two equation errors is high (0.56) and statistically significant, as shown from the Wald test results. The standard errors are robust, not reported in the table, because have been clustered at the municipality level.
The regression results
It is interesting to observe that municipal determinants are more important than individual determinants in the explanation of pro-social behaviour: the number of municipal variables, which are significant, is huge.
Among the individual determinants, the only variable to be significant is education, the gender dummy, which is -1 for a woman, is not significant for the worker guarantee motivation and is weakly significant for the solidarity motivation. The variables income and age were not significant and omitted in the specification presented here in order to increase the number of observations because of missing values.
Among municipal determinants, it is interesting to observe that the determinants for the workers guarantees do not coincide with those of the solidarity value.
The positive determinants of the motivation worker guarantees are: the mean municipal education level, the population size, the medium and highly urbanized municipality dummies, the unemployment rate and the female job market participation rate, the distance of the municipality from the WS and the Puglia region dummy. The negative determinants are: the metropolis dummy, the density, the mean municipal income, the Senate voting rate, the year when the questionnaire was distributed.
The positive determinants of the motivation solidarity are the medium and highly urbanized municipality dummies and the cooperative member percentage while the female job market participation rate is weakly significant. The most significant negative determinants are the percentage of present population on residents and the divorce rate.
The WS variables are not significant. Table 8 reports the marginal effects calculate for the event that the respondent gave the maximum score to both the ethical motivations. The gender variable is significant and with the expected sign, thus supporting the existence of a gender gap in the preferences for public goods. This result is reinforced by the positive and significant effect of the female participation rate and by the negative and significant effect of both the divorce rate and the female commuting rate: a stronger economic female power in the municipality seems to be favourable to pro-social behaviour and conducive to socially responsible values. It is interesting to observe that the impact of the mean number of education years in the municipality is much stronger than that of the individual: one year of further education has a marginal effect of 0.15 for the municipal level and a marginal effect of 0.01 for the individual. Among the social capital determinants, the traditional indicators of the civic sense, such as the Senate voting rate, do not display the expected impact, since socially responsible consumers do not trust in the politicians, or are not significant, in the case of the no-profit organizations presence Instead, the presence of cooperative members, among the municipal workers, displays a significant impact with a marginal effect equal to 0.12.
The main deterrent of pro-social behaviour is congestion: living in a metropolis has a marginal effect equal to -0.75 while living in a municipality which is medium or highly urbanized seems to facilitate social interactions, in any case there is evidence of scale economy in the diffusion of socially responsible values since the population variable is significant.
Conclusions
Objective of this paper is to analyse the presence of gender differences in the purchase motivations of Fair Trade (FT) food products sold in the Italian World Shops (WS). At this end, a questionnaire has been distributed to a sample of consumers in four Italian regions. A bivariate ordered probit analysis has been performed in order to identify the determinants of the two main ethical motivations in the purchase: worker guarantees and solidarity. The variables used as determinants are individual and municipal characteristics. Among individual characteristics, gender is significant; among the municipal characteristics, the rate of female job market participation is also significant and positive while both the divorce rate and the female commuting rate are negative and significant: a stronger economic female power in the municipality seems to be favourable to pro-social behaviour and conducive to socially responsible values. These results give evidence of a gender gap in the preferences for public goods.
